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China has boasted its alcohol culture for a long history, because alcohol plays a 
key role in cultivating human resources and restoring relationships. Infected by the 
traditional alcohol culture and with the spread of gasoline culture, DUI (driving under 
the influence) has caused countless catastrophes. Faced with the bloody reality, the 
relevant authority has intensified punishment on DUI. However, it’s far from enough 
to prevent DUI just by relying on regulations. On the other hand, PSA (public service 
advertising), a good tool for social marketing, is able to make a difference on 
anti-DUI. 
The academia and practical communities from home and abroad are in serious 
imbalances on the concerns and researches on DUI.  
The practical communities from abroad have produced their first anti-DUI ad 
since 1930s.  
Having promoted the advertising on anti-DUI for over 80 years, they are very 
skilled at producing ads, with various message themes such as the threat towards 
public health, the emotional injury to family members, the driver’s mental strain, legal 
liabilities and the property damage. Their concerns on DUI have accordingly 
influenced the researches by their academia, which has not only studied on DUI and 
the advertising on anti-DUI, but also made thorough researches on the practice of fear 
appeal in the advertising on anti-DUI. 
However, the domestic practical communities don’t perform so well in 
promoting the advertising on anti-DUI: they lag behind, with simple message themes, 
most of which focus on the threat towards public health. Their omission indirectly 
leads to the deficiency on the researches on DUI by the domestic academia, which 
just pays most attention to DUI but do little research on the advertising on anti-DUI. 
In order to provide more ways and research perspectives of the advertising on 















three researches by means of both content analysis and questionnaire. I’ve concluded 
15 message themes involved in the advertising on anti-DUI by means of content 
analysis, while by the other, I realize that in Chinese culture, the emotional injury to 
family members caused by the driver’s death and the physical harm to the driver 
himself/herself are more effective message themes compared with others. After 
analyzing the potential drivers and the real drivers, I find that the two message themes 
have popular persuasive effects in our culture. Besides, among the real drivers, gender 
also influences the persuasive effects on different message themes. 
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